
IMPORTANCE OF TRANSPARENCY IN DECIDING  
WHERE TO SHOP AND WHAT TO BUY  

PURCHASE CRITERIA 101 

GREATER GOOD 
The sense that the world at large (rather than just “my 

world”) will be improved. Focuses on improving 
people’s lives, the environment and “the system.” 

AUTHENTICITY 
Represents a continuum ranging from fake to real. 

Evidence that sustainable actions flow from a 
company’s orientation, rather than serving as a means 

to a more self-focused end. While they may not 
actively seek information on it, even less involved 

consumers are coming to value authenticity.  

TRANSPARENCY 
Having access to company values, policies and 

practices. The presence of up-front, open 
communications between companies and consumers 

and clear positioning on important issues in the media. 

KNOWLEDGE 
The quantity and quality of information consumers 

actively seek out about the foods they eat, including 
information on farming practices, production, 

manufacturing and the companies themselves. All 
consumers’ product literacy has grown considerably in 

recent years, from label reading to local sourcing. 
Because of this, companies that proactively help 
consumers learn more about their products and 

services resonate more with the Core and Mid-level. 

EXPERIENCE 
The experience the consumer has at purchase and 
usage, at all levels—emotional, intellectual, social and 
cultural (symbolic), from purchase (e.g., staff 
interaction, display and packaging) to usage and 
disposal (e.g., colors, textures, flavor, taste, and scent, 
efficacy). Consumers are increasingly finding that they 
do not need to compromise on experience to purchase 
sustainable options.  

EXPERT OPINION 
The reliance of consumers on the expertise of others 
when making choices. Popular sources of expertise 
include medical professionals, documentaries, 
certifications (USDA, Fair Trade, etc.) and social 
networks (friends, family, bloggers).  

COMPARABILITY 

The concern placed on comparing more sustainable to 
conventional products. Consumers in the Periphery 
and Outer Mid-level are more likely to purchase brands 
and items they are familiar with, but even they are 
becoming more open to experimentation. 

CONVENIENCE  
The ease with which products can be acquired and 
used. 

PRICE 
Concern for the absolute cost of the product and 
household budget. 
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68 

Percentage of consumers 
who are aware of 

“transparency” as it relates 
to business practices. 

Percentage of consumers 
who prioritize sustainability 
in their purchasing 
decisions.  

74 

Transparency is a true consumer benefit. Transparency speaks to consumer desire for connectedness, 
authenticity and control in an increasingly complex and competitive landscape of “buy me” and “me too!” 

products and services. Consumer segments prioritize different criteria when making purchases. While 
segments take all of the following criteria into account in some form in their purchasing decisions, the 

frequency and intensity with which they are prioritized vary substantially across segments. Broadly 
speaking, the criteria becomes more additive as a consumer becomes more engaged with sustainability. 
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The Core typically consider 
far more factors with each 
purchase than the Periphery. 

62% have recently 

sought information on 

sustainable products –

they increasingly read 

package labels on the 

products they 

purchase and turn to 

the internet for more  

in-depth information. 

http://www.hartman-group.com/
http://store.hartman-group.com/sustainability-2015-transparency/

